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Company C, in which the author is working, is a state owned enterprise with 
thirty years’ history and engaged in diversified foreign trade and economic 
cooperation businesses. Company C used to serve as a window to the outside world 
for Xiamen municipal government, and crew manning has always been a major 
business over the years. In the economic market tide of the last thirty years, 
Company C has been enjoining good publicity and reputation in the same industry in 
China. However, Company C has gradually lost its monopoly advantage and leading 
market position with the challenging changes of business environment. Moreover, 
many up-and-coming companies have overtaken Company C in terms of market 
share and business performance. This thesis is an attempt to approach the present 
bottleneck problem of Company C from the perspective of service marking 
management. 
Crew manning is typical intermediary service, and so Company C must attach 
great importance to service marketing management. First, this thesis analyzes the 
status quo and development trends of international and domestic maritime 
manpower supply and demand; explores market opportunities for Company C with 
SWOT analysis method; determines the Taiwan market and oil tanker market as 
target markets; and discusses how to position well in these two segment markets, so 
as to expand market and maintain stable quality customers. Second, referring to the 
theory of service marketing 7P’s, the thesis studies how Company C draw up and 
implement service marketing strategies to win trust and loyalty of customers, in 
order to gain competitive advantage in crew manning market. To guarantee the 
implementation of above service marketing strategies, Company C must change its 
market concept and pay attention to relationship marketing and endeavor to establish 
long term cooperation relationship on the basis of mutual trust and benefit with 
overseas ship owners, domestic maritime training institutions, as well as Chinese 
competitors. Such interested parties will all benefit from the coordination and 
cooperation, thus achieving the win-win goal. “People” is a key element in the 















marketing, develop the concept of full staff marketing, improve internal 
management, and develop corporate culture, in order to motivate all service staff to 
provide satisfactory services for customers. 
The bottleneck problem of Company C is common among Chinese state owned 
foreign trade and economic cooperation enterprises. Therefore, the studies of service 
marketing management of Company C is also an attempt to promote the sound and 
sustainable development of China’s crew manning industry. 
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第一章 绪 论 
 1
第一章 绪 论 
第一节 研究背景与意义  
本人就职的 C 公司是由国家商务部批准成立的国有综合型外经贸企业。




































































第二章  服务与服务营销理论综述 
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第二章  服务与服务营销理论综述 
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